Introduction
Supply chain refers to the complex network of relationships that organizations maintain with trading partners in order to procure manufacture and deliver products to services (Maleki & Cruz-Machado, 2013) . From the supply chain as a network is expected to provide the right products and services on time with the required specifi cations at the right place to the customer.
In order to establish a strategic direction, planning for available and future opportunities requires a complete analysis of the whole chain. Today's dynamic and very variable, companies need to design and adopt their supply chain strategies that can assist them in improving their performance increased. Therefore, supply chain management (SCM) is considered a strategic factor for the better attainment of organizational goals such as enhanced competitiveness, improved customer service and increased profi tability (Cabral et al., 2011b) . Recently, the Lean, Agile, Resilient and Green (LARG) SCM paradigms had been adopted to improve the SC performance (Cabral et al., 2011b) . In the other hand, in dynamic and changing markets, supply chain sustainability requires tools that can overcome environmental challenges and should be able to identify strengths, weaknesses, opportunities and threats in such competitive markets. The purpose of this article is to analyse LARG SCM competitive strategies in Iranian cement industries. These competitive strategies include Lean, Agile, Resilient, and Green (LARG) that could be implemented simultaneously.
LARG SCM Strategies
SCM is a value chain management from the supplier of a supplier to the customer of a customer of a company with the aim of attaining an overall value. Lean, Agile, Resilient and Green are now at the forefront in management methods and SCM (EspadinhaCruz et al., 2011) . The trade-offs between this managerial paradigms (LARG) are actual issues and may help supply chains to become more effi cient, streamlined and sustainable. In a lean supply chain, profi ts maximize through cost reduction, while an agile supply chain maximizes profi ts through providing exactly what the customer requires . Lean focused on process improvements through the reduction or elimination of all "wastes" i.e., non-value adding operations, it embraces all the process through the product life cycle, starting with the product design to the product selling, from the customer order to the delivery. The agile supply chain paradigm intends to create the ability to quick respond and cost effectively to unpredictable changes in markets and increasing levels of environmental turbulence, both in terms of volume and variety. In the resilient supply chain may not be the lowest cost, but it is more capable of coping with the uncertain business environment. Also, environmental practices must be addressed to assure that the management system is sustainable .
Much has been written focusing on a single or integration a couple paradigms in SCM (Naylor et al., 1999; Christopher & Rutherford, 2004; Kleindorfer & Saad, 2005; Vonderembse et al., 2006; Kainuma & Tawara, 2006; Rosič et al., 2009 ). However, it seems that integration of lean, agile, resilient, and green paradigms in a SCM may help supply chains to become more effi cient, streamlined, and sustainable .
Organizations must implement a set of LARG practices that will have impact in the SC's competitiveness; the choice of which LARG practices are adequate is a complex problem to managers in the SC. It is important 3, XX, 2017
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to analyse how interoperable they are in order to guarantee successful deployment (Cabral et al., 2011a) . Some of the most important studies related to the LARG SCM practices are summarized in Tab. 1.
In addition to the factors identifi ed in the literature review, based on the 21 cement experts' opinions, 13 factors were scanned and selected using Delphi method (DM). Delphi is a decision making technique based on judgments of experts that concentrate on a special issue (Dalkey & Helmer, 1963) for analysing, evaluating and fi nally forecasting the solution (Coates, 1974) . It also called 'expert evaluation method' or 'expert grading method' and supposes that several experts are more unlikely to make a wrong decision rather than an expert over an issue (Hasson et al., 2000) . It is also defi ned as ''allowing a group of individuals, as a whole, to deal with a complex problem while avoiding their direct confrontation and retaining their interactions" (Linstone & Turoff, 1975) . DM applies procedure for developing a manageable strategy collecting scores for all factors in the strategy formulation so that the experts integrate their opinions, give feedback, and modify the score. This process is repeated until a satisfactory view is reached by each expert (Wang, 2011 
Tab. 1: Some of the studies related to the practices of LARG SCM
develop strategies based on their strengths, weaknesses, gain maximum profi t using opportunities and neutralize threats. Strengths and weaknesses are often internal to the organization, while opportunities and threats generally relate to external factors. SWOT analysis is a powerful tool to aid decision-making and systematically analyzing the external and internal environment of an organization.
Generally, SWOT analysis works as a straightforward model that provides direction and serves as a basis for the development of marketing plans, accomplishing by assessing an organization's strengths (what an organization can do) and weaknesses (what an organization cannot do) in addition to opportunities (potential favorable conditions for an organization) and threats (potential unfavorable conditions for an organization) (Romero-Gutierrez et al., 2016) .
Changes in weight of SWOT factors can cause changes in strategic priorities. It is important to use a method that measures the importance of each factor. This study offers a new method to prioritize the strategies including SO, ST, WO and WT using a decision making model (SWARA method). Generally, SWOT analysis does not provide complete measures and evaluations. However, it represents a basic reference for a valid strategy formulation. The main shortcoming of SWOT is that it provides only qualitative evaluations (Tavana et al., 2016) . So, it seems we can overcome this problem through integrating SWOT analysis and SWARA technique.
Step-Wise Weight Assessment
Ratio Analysis (SWARA)
One of the latest methods for evaluating criteria is SWARA which has been developing in different studies and applications since 2010 (Kersuliene et al., 2010) . SWARA likes other MADM methods, is expert based and completely structured by experts' rules. Most other related MADM methods are based on pairwise comparisons like: AHP (Saaty, 1980) , ANP (Saaty, 2001 ), FARE (Ginevicius, 2011 and BWM (Rezaei, 2015) but SWARA is completely different in this item. SWARA method applied in different studies about decision making for expert and personnel selection (Kersuliene & Turskis, 2011; Hashemkhani Zolfani & Agha Banihashemi, 2014; Nabian, 2014) ; business issues (Hashemkhani Zolfani et al., 2013a) ; optimal alternative of mechanical longitudinal ventilation in tunnel pollutants (Hashemkhani Zolfani et al., 2013b) ; success factors of online games based on explorer (Hashemkhani Zolfani et al., 2013c) (Yazdani et al., 2016) . Mathematical part of SWARA is structured as the following: Yazdani et al., 2016) .
Step 1 -Criteria ranked and sorted based on experts' attitudes.
Step 2 -From the second criterion, comparative importance of average value S j should be done as follows: the relative importance of criterion j in relation to the previous (j -1) criterion (Stanujkic et al., 2015) .
Step 3 -Determine the coeffi cient k j
Step 4 -Determine the recalculated weight q j
Step 5 -Final step in calculating criteria' weights
where w j denotes the relative weight of criterion j.
Results
In this study, the following phases were used: I) Designing external and internal factors matrix.
II) Analyzing SWOT matrix. III) Positioning suitable strategy in the SPACE matrix. IV) Designing Quantitative Strategic Planning Matrix (QSPM) and prioritization identifi ed strategies.
Designing External and Internal Factors Matrix
The internal factors may be viewed as strengths or weaknesses depending upon their impact on the organization's objectives. What may represent strengths with respect to one objective may be weaknesses for another objective. A fi rm's strengths are its resources and capabilities that can be used as a basis for developing a competitive advantage. The absence of certain strengths may be viewed as a weakness. External environmental factors are normally outside our control, but can have a major impact on performance. It is important, therefore, that they are monitored and, where possible, forecast, and incorporated into strategic planning. As shown in Tab. 3., according to the internal factors (strengths and weaknesses) and external factors (opportunities and threats) weights for Iranian cement industries (derived from SWARA technique) and existing situation degree (based on experts opinion), existing situation weighted score for each factor have been calculated. So we can determine total weighted score for both internal and external factors.
Analyzing SWOT Matrix
One of the important purposes of SWOT analysis is to generate feasible alternative strategies. SWOT analysis shows the election possibility of four different strategies SO (Aggressive); WO (Conservative); WT (Defensive) and ST (Competitive) through a combination of internal factors and external factors matrix. However, in practice some of the strategies overlap with each other or simultaneously and harmoniously with each other and come into force. SWOT analysis for Iranian cement industries is shown in Tab. 4 according to the implementation of LARG SCM approach. In the other word Strengths-opportunities (SO) strategies are based on using a fi rm's internal strengths to take advantage of external opportunities and threats. Fig. 2 shows the appropriate strategy position for the Iranian cement industries.
Positioning Suitable Strategy in the SPACE Matrix

Designing QSPM Matrix and Prioritization Identifi ed Strategies
The next stage in the strategy-formulation framework for the Iranian cement industries involves the Quantitative Strategic Planning Matrix. To objectively evaluate feasible alternative strategies identifi ed in SWOT analysis, the QSPM uses input information derived from former stage. In the fi rst step,
Fig. 2: SPACE Matrix for the Iranian cement industries
Source: authors 
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Tab. 4: SWOT matrix for Iranian cement industries -Part II
weights assigned to each external and internal factor. Total attractiveness scores are defi ned as the sum of the attractiveness scores in a given column of the QSPM and are calculated in the second step of the QSPM as shown in Tab. 5 a positive feature of QSPM is that sets of strategies can be examined sequentially or simultaneously. Finally, as it seen in Tab. 6, based on the Total Attractiveness Score (TAS), each strategy could be prioritized. 
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Conclusions and Recommendations
Internal and external environments of the organization are both important factors in determining strategies. Changes in each environment will cause changes in demands for products and services and also affect the supply chain. The internal environment includes weaknesses and strengths and the external environment includes opportunities and threats for the organization which can affect the organization's road map.
This study proposes a strategic analysis for LARG SCM competitive strategies in Iranian cement industries. We used the SPACE matrix to check if which strategy is appropriate. The results showed that the proper strategy was the aggressive strategy. In the SPACE matrix we assessed Iranian cement industries across four dimensions include: industry attractiveness, environmental stability, competitive advantage and fi nancial strength. The SPACE diagram showed that Iranian cement industries can pursue an aggressive strategy as it has a strong competitive position in the market with rapid growth. The two big concerns in this competitive position are: 1) Avoid complacency -it seems that business is too easy but threats may come from new markets or as technology makes different sectors converge and 2) Avoid running foul of anticompetition policies. A business that is too strong may be able to attract the attention of regulators and especially if it uses predatory pricing aimed at driving competitors out of business.
Based on the SPACE analysis we recommend that Iranian cement industries in this position take the following actions: 
